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Service environments area critical component of the service
organization. However, most managers don’t understand
how variables in the service environment impact their
customers. Therefore, this article seeks to explain how three
common and relatively inexpensive service environment
variables impact customers. In particular, this article
provides an in-depth review and analysis of findings on
music, color, and scent. This synthesis of service
environment literature helps managers and researchers
better understand the mechanisms and effects of music,
color, and aroma. In addition to promoting understanding of
these variables in the service environment, this article also
provides many managerial implications and guidelines for
managers.

INTRODUCTION
Servicescapes are a critical part of marketing strategy (Bolton et al 2007). The success or failure of a
business can be directly linked to the service environment (Berry, Carbone, and Haeckel 2002;
Bitner 1990). The service environment is critical to organizations because it can lead to customer
approach or avoidance behaviors which in turn determines customer patronage and purchases (Vida
2008; Sweeney and Wyber 2002; Donovan and Rossiter 1982). A customer’s first impression of an
organization is based on the displays, the lighting, the music, the color scheme, and the arrangement
of the environment (Sweeney and Wyber 2002; Schlosser 1998). Research has shown that certain
variables in the service environment can lead to store patronage (Baker et al 2002), increased sales
(North et al 2007; Garlin and Owen 2006), purchase intentions (North and Hargreaves 1997; Baker
et al 1992) improved mood (Tansik and Routhieaux 1999; Bruner 1990) impulse purchases (Matilla
and Wirtz 2001), time spent in store (Oakes 2000; Yalch and Spangenberg 1993; Milliman 1982,),
and increased customer satisfaction (Lin 2010; Peevers et al 2009).
With service environments playing a critical role for most service organizations, it is important to
discuss and explain how the service environment impacts customers. Service organizations and
retailers need to know which variables enhance and add to the environment and which variables
detract from the service experience. Improving store atmosphere and store image has become a
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necessity rather than an option for organizations (Vida 2008; Saffer 1986). Despite the importance of
service environments, most managers do not fully understand how the specific design of a store
impacts its customers (Areni 2003; Bitner 1990). Most managers make their store environment
decisions based on personal preferences such as selecting music they personally like. Therefore, this
paper seeks to provide empirical knowledge about how the service environment impacts customers.
In particular, this paper will provide an in-depth analysis of how music, color, and aroma affect
customers. These three variables have been shown to be particularly effective in retail stores and
service establishment (Vida 2008). These three variables are also relatively easy and inexpensive
variables to change.
This article seeks to make many contributions to the marketing and service environment literature.
First, this article seeks to synthesize the literature on music, color, and aroma and to demonstrate
these findings in a systematic way that will enable researchers and managers to better understand
these variables and their effects. Second, this article extends service environment literature by
providing an in-depth analysis of how these variables and their different components (such as music
tempo and musical liking) impact customers. Third, this article seeks to provide managerial
implications and guidelines to help service organizations create better and more conducive service
environments for their customers. Last, this article identifies many areas for future research
opportunities.
The article first begins by providing a brief overview of the service environment or servicescape
literature. Second, the article discusses the Stimulus Organism Response (S-O-R) framework which
will be used for explaining how service environment variables impact customers. Third, the article
reviews the literature on music, color, and aroma. Fourth, the article discusses conclusions and
managerial implications. Last, the article discusses future research opportunities.
SERVICESCAPES – AN OVERVIEW
Servicescapes (also known as the service environment) are critical to any service organization
(Bitner 1990; Oakes & North 2008). A poorly designed servicescape can negatively impact patronage
even more than price (Garlin and Owen 2006). Creating the ideal service environment is an
important part of marketing strategy (Bolton et al 2007; Turley & Milliman 2000). Retailers and
service organizations must focus on creating a pleasant experience for their customers (Berry,
Carbone, and Haeckel 2002; Baker, Grewal, & Parasuraman 1994). The service environment is very
rich in cues and these cues may influence the customer’s perception of the firm (Rapoport 1982).
Research suggests that the physical environment may even go as far as influencing the customer’s
ultimate satisfaction with the service organization (Bitner 1990).
With such an importance placed on service environments, scholars have investigated how different
variables in the service environment influence consumers (for a review see Turley & Milliman 2000
and Ezeh & Harris 2007). Some of the variables that have been studied include color (Lin 2010;
Singh 2006; Crowley 1993), music (Kampfe, Sedlmeier, Renkewitz et al 2010; Garlin and Owen 2006;
Oakes 2000), lighting (Areni and Kim 1994), aroma (Mattila and Wirtz 2001; Spangenberg, Crowley,
and Henderson 1996,), product displays and signs (Wilkinson, Mason, & Pakosoy 1982), and
crowding (Oakes and North 2008; Eroglu and Machleit 1990).
In addition to studying the individual store and service environment variables, numerous dependent
variables have also been studied. Some of the effects of store and service environment variables
include customer approach or avoidance behaviors (Sweeney and Wyber 2002; Donovan and Rossiter
1982), sales (Areni and Kim 1993; Milliman 1982,), purchases (Bogomolny 2003; Milliman 1986),
time spent in store (Caldwell and Hibbert 2002; Yalch and Spangenberg 1993), and customer
satisfaction (Oakes and North 2008; Whiting and Donthu 2006; Machleit, Kellaris, and Eroglu 1994).
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These effects demonstrate the importance of knowing how to create positive and influential
environments.
STIMULUS ORGANISM RESPONSE (S-O-R) FRAMEWORK
In addition to classifying the effects of variables in the store and service environment, it is important
to explain how these variables interact with consumers. Numerous scholars studying atmospherics
have used the S-O-R framework to explain how consumers respond to environmental stimuli in the
service environment (DeNora and Belcher 2000; Mehrabian and Russell in 1974; Donovan and
Rossiter 1982).
The S-O-R model consists of “a stimuli taxonomy, a set of intervening or meditating variables, and a
taxonomy of responses” (Donovan and Rossiter 1982, p.36). Stimuli (S) are variables in the store or
service environment such as color or aroma. The organism (O) is a customer in a retail or service
setting. The customer (O) has two emotional states: pleasure/displeasure and arousal/nonarousal.
The customer’s (O)’s emotional state affects his/her response (R). Responses (R) are categorized into
two behaviors: approach and avoidance. Approach behaviors are positive behaviors such as move
toward, stay in environment, explore, and return to store. Avoidance behaviors are negative
behaviors such as dissatisfaction, boredom, unfriendliness, and desire to leave (Turley and Milliman
2000). Within most studies on variables in the store or service environment, the variable is the
stimulus (S), which causes a consumer evaluation (O) which then causes some behavior response (R)
(Spangenberg, Crowley, and Henderson 1996). An example of an S-O-R framework is displayed
below
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Music, color, and aroma are the stimuli that will be analyzed in this article. These variables were
chosen because (1) these variables have been extensively studied (Turley and Milliman 2000), (2)
these variables are critical components to any service environment, (3) these variables can quickly
and easily be manipulated within a service environment and (4) these variables are inexpensive to
change. Service organizations must understand how to manage their service environments and this
review will seek to provide managers and scholars with knowledge about how music, color, and
aroma impacts the servicescape and how they can better utilize these variables to increase sales and
customer satisfaction. According to Oakes and North (2008), “creative management of the sensory
experience of consumers is a crucial element within any retail or service environment” (p. 589).
IMPACT OF MUSIC ON CUSTOMERS
Music has been extensively researched within the field of atmospherics (Garlin and Owen 2006;
Oakes 2000). According to a review on store atmospherics by Turley and Milliman (2000), music is
the most common store interior variable studied. Music is a very important variable in the
servicescape because it has been shown to have a powerful effect on human responses (Kampfe,
Sedlmeier, Renkewitz et al 2010; Vida 2008). Music provides many benefits such as an enhanced
service environment and increased satisfaction (Peevers at al 2008). Bitner (1992) argues that music
is a key ambient condition of the servicescape. According to Baker, Grewal, and Levy (1992) playing
music is like addition a positive feature to the service environment and the outcome is a more
positive evaluation of the environment. According to Hosea (2004) music is one of the easiest ways to
influence customers.
In addition to its many benefits, music is a relatively inexpensive tool for managers to use and it is
also very easy to change (Vida 2008; Yalch and Spangenberg 1993). Many studies have found that
the presence of music affects individuals’ moods, emotions, and satisfaction (Lin 2008). Many
organizations have realized the importance of playing music. However, just playing music is not
enough (Sweeney & Wyber 2002). Music should be used to differentiate the organization from
competitors and to maximize store image (Chain Store Age 2000). Music should play a major role in
the overall marketing strategy of the organization (Sweeney & Wyber 2002). However, there are
many organizations that lack knowledge about how atmospheric music can be used to achieve
organizational objectives (Areni 2003).
In order to help service organizations better understand how music can be utilized in their service or
store environment, the following section will discuss why organizations should use music in their
store environment and what aspects of music are important to consider when choosing store music.
In particular, this section will discuss the numerous benefits of music and it will discuss the different
components or aspects of music that can be manipulated in order to produce more positive results.
According to Beverland et al (2006), the effects of background music on customers are complex and
often misunderstood. Therefore this section will seek to provide clear and helpful information about
how music impacts consumers and what components of music have the biggest impact on consumers.
This section also seeks to provide scientific evidence for managers to consider and use. According to
Areni (2003), the use of music in the service environment “seems to be dominated by managerial
intuition rather than scientific evidence” (p. 162).
Benefits of Music
Playing music in a service environment can greatly benefit organizations. According to a recent
meta-analysis of background music by Garlin and Owen (2006), music has been shown to have a
positive impact on value returns, behavior duration, and affective responses. Research has also
shown that music can lead to (1) increased sales (Caldwell and Hibbert 1999; Areni and Kim 1993,
Matilla and Wirtz 2001, and North et al 1997), (2) increased time in store (Yalch and Spangenberg
2000, North and Hargreaves 1999, and Milliman 1986), (3) decreased perception of time in store
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(Caldwell & Hibbert 1999, Kellaris and Kent 1992), (4) positive influence on customers’ perception of
a store (Hui et al 1997, Matilla and Wirtz 2001), (5) positive impact on mood (Sweeney and Wyber
2002; Bruner 1990), and (6) a positive impact on customer satisfaction and service quality (Peevers
et al 2008; Herrington and Capella 1994). Additional studies have also shown that music can
encourage interactions between customers and staff (Chebat et al 2000; Hui et al 1997), increase the
likelihood of exploring a store (Tai and Fung 1997), influence the perceptions of a store (Tai and
Fung 1997), and influence the pace with which consumers shop or consume (Milliman 1982, 1986,
Oakes 2000). Another study on music found that the presence of music of any type significantly
affected duration and expenditures when compared to the absence of music (Sullivan 2002). These
results demonstrate why music is one of the most frequently used atmospheric variables (Yalch and
Spangenberg 1990). Despite its frequent usage in organizations, many organizations and managers
may not be aware of how beneficial music can be for their organization if used strategically.
According to Vida (2008), in store music is selected based on the personal preferences of the store
management rather than customer preferences. Explaining the numerous benefits that music can
provide will hopefully help managers and service organizations realize how powerful background
music can be. Overall, these studies demonstrate that music can provide many benefits to the service
organization.
Components of Music
In addition to knowing the benefits of music, service organizations need to understand how to select
the right background music for their service environment. Music has many different elements or
components of music such as tempo, harmony, volume, and genre (Oakes 2000). Two important
components of music are tempo and musical liking. According to a recent meta-analysis of music in
retail settings, music tempo and liking were consistently shown to impact consumers (Garlin and
Owen 2006). The following paragraphs will therefore discuss what these components are and how
they impact consumers.
Music tempo is the “speed or rate at which a musical passages progresses” (Oakes 2000, p. 541).
Music tempo is very easy to manipulate and thus it has been heavily researched. Music tempo has
been found to influence consumers within grocery stores, restaurants, and waiting lines (Milliman
1982, Milliman 1986, Chebat et al 1993). Within a grocery store setting, Milliman (1982) found
music tempo to affect customer pace through store, time spent in store, and money spent in store.
Milliman also found that slower tempo music led to higher sales volume. With slower tempo music,
customers moved more slowly through the store and the increased time spent in the store led to more
purchases.
Music tempo was also found to affect sales in another study by Milliman in 1986. However, this
setting was restaurant patrons. Milliman found that slower music was significantly related to
increased consumption of alcoholic beverages. With slow tempo music, consumers tended to spend
more time in the restaurant, which led to increased consumption of alcohol. Roballey et al (1985) also
found that music tempo impacted restaurant patrons. In particular, Roballey et al found that fast
tempo music led to a significant increase in bites eaten per minute. Another study by McElread and
Standing (1992) found that fast tempo music led to an increase in drinking speed. A more recent
study by Caldwell and Hibbert (2002) found that music tempo and preference were significantly
related to time spent in restaurant. These results demonstrate that music tempo can be used to
entice the customer to stay (approach behavior) or to encourage the customer to leave (avoidance
behavior).
Combining music tempo with other variables in the store or service environment has also been
shown to impact consumers. Chebat et al (1993) found that slow music tempo combined with visual
stimulation led to a decrease in time perceptions. Another study by Eroglu et al (2005) found that
fast paced music within a densely populated store amplified the tension and frustration from retail
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crowding. Eroglu et al (2005) also found that slow music within an empty store created a sluggish
impression. Oakes and North (2008) also looked at music tempo and crowding and found that slow
tempo music led to increased satisfaction and relaxation. Overall, these studies demonstrate that
music tempo can interact with other variables in the store to influence consumer behavior.
Despite the effects discussed previously, it is important to note that many other studies have found
insignificant effects of music tempo (Herrington and Capella 1996; Hui et al 1997; North et al 1998).
However, a meta-analysis on music conducted by Garlin and Owen in 2006 and a meta-analysis
conducted on music by Kampfe, Sedlmeier, and Renkewitz (2010) confirm that music tempo does
impact consumer behavior. Both of these meta-analyses included over thirty studies and the effects
of music tempo were still robust. Overall, these two meta-analyses and the previously mentioned
studies demonstrate that music tempo can be used to influence consumer behavior.
In addition to music tempo, another component of music is music liking. Music can be rated as either
positive (liked) or negative (disliked) valence (Gorn 1982). Many studies have found that hearing
liked music leads to positive outcomes for both the consumer and retailer. According to a recent
meta-analysis by Garlin and Owen (2006) musical liking was shown to have a positive effect on
patronage and perceived time duration. According to Hui et al (1997) liked music “stimulates a more
positive feeling with the service environment which helps improve consumers’ emotional response to
the wait” (p.102). North, Hargreaves, and McKendrick (1999) conducted a study of telephone
respondents and found that callers were willing to wait longer when they were exposed to music that
they liked. Whiting and Donthu (2006) found that hearing liked music produced shorter duration
estimates than hearing disliked music. Having music that is liked by your target audience is critical
because the wrong music may cause customers to turn around and walk out the door (Vida 2008).
According to Oakes (2000), music liking is a function of demographics and familiarity with the music
played. Different types of music may be liked by different types of customers. Research has shown
that the tastes or preference of music varies according to age (Yalch and Spangenberg 1993).
Holbrook and Schindler (1989) suggest that consumers’ preference for popular music reaches its
peak around age 24. A study by Yalch and Spangenberg (1993) found that different age groups
respond differently to different types of music. In particular they found that middle-aged shoppers
(25-49) spent more money and shopped longer when classical music was played. Older shoppers
(>50) shopped longer and purchased more when contemporary was played (Yalch and Spangenberg
1993). Yalch and Spangenberg (1993) also found that playing appropriate music within a department
led to increased sales and purchases. Another demographic variable that has been shown to
influence music preference is gender. Stipp (1990) found that males preferred faster and louder
music while females preferred slower and softer music. Kellaris and Rice (1993) also found that
females had more positive attributions about music when it was played at a quieter volume than
men.
Another variable that has been shown to impact music preference or musical liking is music
familiarity. According to (Oakes 2000), consumers may show a preference for music that they have
heard before. Yalch and Spangenberg (2000) studied the effect of familiar music on shopping
duration, perceived duration, and satisfaction. In particular they found that consumers who listened
to familiar music reporting shopping longer in the store. However, they also found that individuals
reported greater pleasure when listening to unfamiliar music. Bailey and Areni (2006) found that
consumers’ perceived duration time periods were shorter when familiar music was played. There
have been other studies finding contrary results. However, the recent meta-analysis by Garlin and
Owen (2006) found that familiar music resulted in individuals staying marginally longer at venues.
Overall, playing familiar music may help customers to stay longer in the store or service
environment.
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Another variable that has been shown to impact musical liking is the musical fit with a particular
image or context. Areni and Kim (1993) studied classical and contemporary music within in a wine
store. They found that playing classical music led to an increase in wine sales. It is important to note
that the shoppers didn’t increase their number of purchases or time spent in the store but they
bought more expensive items when classical music was played. One of Areni’s explanations for this
finding was that wine consumption is related to prestige and sophistication and that classical music
fits and portrays a prestigious image. Another study by Vida (2008) found that perceived music fit
with the retail image plays an important role in shoppers’ evaluations and behavioral responses.
These studies demonstrate that music fit can be a very important aspect of musical liking. According
to Beverland et al 2006 “misfit triggers counterfactual thinking about the brand and store,
potentially leading to discomfort, exit, or non-entry” (p. 988). Overall, musical liking is a very
important variable to consider when choosing store music. It has been shown to impact patronage,
perceived time duration, and actual time spent at venue.
IMPACT OF COLOR ON CUSTOMERS
Color is another important aspect of the service environment. Numerous studies have shown that
color influences consumers (Babin et al 2003; Lee and Rao 2010; Bellizzi et al 1983, Crowley 1993).
Color is defined as “light carried on wavelengths absorbed by the eyes that the brain coverts into
colors that we see” (Singh 2006, p. 783). There are six distinct colors on the color spectrum. These
colors are red, orange, yellow green, blue, and violet. According to Babin et al 2003, a color’s hue or
gradation is determined by its wavelength. Short wavelengths are associated with cool colors such as
violet or blue while long wavelengths are associated with warm colors such as red or orange.
Color is a very important variable for service organizations. According to Singh (2006), people make
up their mind within ninety seconds of initial interactions with people or products and 62 to 90
percent of their assessment is based on colors alone. Color is one of the first and obvious cues that
individuals experience when they walk into a store (Lin 2008). Understanding how color impacts
consumers is critical for service organizations. Therefore the following section will discuss the many
benefits of color and it will discuss the different components of color.
Benefits of Color
Color has been shown to influence many variables in the service and retail environment. In
particular, color has been show to affect shopping and purchase intentions (Babin et al 2003), trust
(Lee and Rao 2010), feelings and arousal (Crowley 1993), store evaluations (Babin et al 2003; Bellizzi
et al 1983), merchandise evaluation (Bellizzi et al 1983), store image (Bellizzi et al 1983), and
purchases (Bellizzi and Hite 1992). Color can also be detrimental to service organization. Color has
been shown to affect distraction (Gerard 1957) and anxiety (Jacobs and Suess 1975). Therefore it is
critical for service organizations to choose the best color for their marketing strategies and goals.
Components of Color
As discussed previously there are six colors on the color spectrum. However, most research studies
have focused on the differences between cool and warm colors. Warm colors are defined as red and
yellow and cool colors are defined as blue and green. Overall, research has shown that cool-colored
environments are preferred over warm-colored environments (Bellizi et al 1983; Crowley 1993).
However, warm colored environments are known for attracting attention and increasing arousal
(Valdez and Mehrabian 1994; Bellizi et al 1983). Therefore, the choice of cool or warm colors should
depend upon the marketing goal or strategy of the service organization. The following paragraphs
will discuss the findings from both cool and warm colored environments. These findings should help
service organizations choose the best colors for their particular goal or strategy.
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Bellizzi, Crowley, and Hasty (1983) were the first to study colors within a retail environment. They
found that warm colors rather than cool colors attracted subjects. Bellizzi et al (1983) suggest using
warm colors for exterior colors and design so that it will attract the customer’s attention and draw
them into the store. They also suggest using warm colors for impulse buying displays because warm
colors will attract the buyer’s attention. Another finding of this study was that participants rated
warm colors as negative and tense. This finding suggests that warm colors may not be appropriate
inside the store. Bellizzi et al (1983) suggest using cool colors within the store and especially in areas
where high price and durability good are purchased because of lengthy customer deliberations.
Warm colors may create tension and an unpleasant environment which may encourage shoppers to
leave. The last finding from their study was that warmer color environments were perceived as being
more up-to-date with red environments being rated as the most up to date. This study clearly
demonstrates that the color choice should depend upon the marketing goal or strategy of the
organization such as using warm colors to appear up to date or using cool colors to encourage
customers to stay longer and linger in the store.
Another study also tested the effects of warm and cool colors. Bellizzi and Hite (1992) tested the
differences between blue and red in-store colors and found that consumers reacted more favorably to
blue environments. In particular, they found that blue environments stimulated more purchases,
fewer purchase postponements, and a stronger inclination to shop and browse than red
environments. Bellizzi and Hite (1992) also found that pleasure rather than arousal was a better
indicator of consumer behavior.
Crowley (1993) reviewed the literature on color and found that “color effects are shown to exhibit a
different pattern based on type of response examined” (p.59). The two types of responses most
studied were activation and evaluation. Crowley (1993) also found that more extreme wavelength
(red and blue) colors were perceived as more active environments. From her review of the literature,
Crowley (1993) suggests the importance of looking at which dimension is relevant to the situation.
For impulse decisions, red and blue colors may be more appropriate for the activation dimension.
However, in other situations, the evaluative dimension may be more important such as with a
financial institution, upscale jewelry stores, or exclusive restaurant where a pleasant atmosphere is
more important than activating the consumer.
Babin et al 2003 also investigated color and shopping intentions. They found that blue interiors are
associated with more favorable evaluations, marginally greater excitement, higher store patronage
intentions, and high purchase intentions when compared to orange interiors. Their subjects rated
blue environments as more likeable and they expressed greater shopping and purchase intentions in
blue environments when compared to orange environments. An interesting finding from their study
was that the use of soft lights within the orange environment nullified the detrimental effects of the
orange environment. They also found that an orange interior with bright lighting produced the
lowest evaluations, excitement, price fairness, patronage, and purchase intentions. Their findings
suggest that lighting may moderate a color’s effect and therefore should be considered with making
color choices. Past research has shown that lighting can impact consumers (Areni and Kim 1994) and
thus this study by Babin et al 2003 further confirms this finding.
Overall, different colors product different behaviors. When choosing colors it is critical to look at the
goals of the store, the department, or the product display. If stores are trying to attract consumers,
they should consider using warm colors. If organizations are trying to create a pleasant environment
within the store, they should consider using cool colors. Determining whether the goal is arousal or
satisfaction is a critical step for color selection.

83

Journal of Applied Marketing Theory
Vol. 3 No. 1, Page 76 - 94, October 2012

ISSN 2151-3236
IMPACT OF AROMA ON CUSTOMERS
In addition to music and color, another variable in the store or service environment that has been
shown to affect consumer behavior is aroma (Michon, Chebat, and Turley, 2005; Spangenberg,
Crowley, Henderson 1996). An ambient scent or aroma is defined as “an odor that doesn’t originate
from a particular object but from the environment (Spangenberg, Crowley, Henderson 1996). The
number of studies on ambient odors in retail setting is very small (Michon, Chebat, and Turley,
2005. According to Ward et al (2003), research on aroma is acknowledged but not developed.
Retailers are beginning to explore the use of scent within a store environment (Parsons 2009).
According to Spangenberg et al (1996), many service providers and retailers are interested in how
they can use scents in their stores. Ambient scents are different from music and color because they
follow a non-cognitive pattern (Draaisma 2001; Vroom 1995). Consumers don’t even have to pay
attention to a scent for it to be processed (Ward et al 2003). Scents are also closely linked to
emotions. Scents are processed in the limbic system of the brain, which is the center of emotions
(Spangenberg et al 1996). Of all the five senses, smell is believed to be the most closely linked to the
emotional center of brain (Castellucci 1985). Smell can be processed before a person is even aware of
the scent (Lorig 2001). Unlike other variables in the service environment, smell is something that
customers can’t ignore.
Benefits of Aroma
Numerous studies have found that aroma affects consumer behavior. The presence of a pleasant
scent has been shown to influence evaluations and behavior within a store (Gulas and Block 1995;
Matilla and Wirtz 2001). Spangenberg et al (1996) found aroma to affect evaluations of store
environment and overall store evaluations. Store environments and overall store evaluations were
more positive when store was scented. The store was also perceived as more favorable, good, positive,
liked, and modern when the store was scented. Spangenberg et al (1996) also found evaluations of
merchandise to be more positive in scented environments. Scent has also been shown to improve
evaluations and brand recalls (Morrin and Ratneshwar 2000). A pleasant scent has even been shown
to decrease the negative aspects of having to wait in a queue (McDonnell 2007).
Aroma has also been found to have differing effects on time spent in store and perceived time in
store. Bone and Ellen (1999) found that subjects spent more time on a catalog-shopping task in
scented rooms than in unscented rooms. Knasko (1989) found that aroma had a positive effect on the
amount of time consumers spent at a jewelry counter. Spangenberg et al (1996) found that aroma
didn’t affect actual time in store but perception of time in store. People perceived spending less time
in scented stores.
In addition to time spent in store, aroma has been found to affect money spent and purchase
intentions. Hirsch (1995) found that gamblers spent more money in pleasantly scented environments
than in non-scented environments. Hirsch and Gay (1991) found that consumers were more likely to
purchase a well-known brand of athletic shoes displayed in perfumed environment than in nonodorized environment.
Components of Aroma
There are many different components of aroma. Most researchers have categorized aroma into three
different, but not necessarily independent dimensions. The three dimensions are affective quality of
scent (how pleasant it is), its arousing nature (how likely it is to evoke a physiological response), and
its intensity (how strong it is). Other researchers have more narrowly conceptualized aroma to
include only the context of a store or service environment. According to Parsons (2009), there are
three aspects of in-store scent. The first aspect is a scent’s congruency with the product sold in the
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store. The second aspect is the mere presence of a scent. The third aspect is pleasantness of a scent.
Pleasantness of a scent is complex because scent preferences vary among individuals (Gulas and
Bloch 1995). Another complex issue with aroma or ambient scent is the challenge of establishing a
pleasant scent that fits with the store (Spangenberg et al 2006).
Research has shown that the different components or aspects of ambient scent produce different
results. In particular, research has shown that retail outcomes are affected by types of scent and by
product types. For example, Hirsch (1995) found one scent to be significantly more effective than
another scent. Spangenberg et al (1996) found that floral scents produced the lowest level of affect
and citrus scents produced the highest level of affect. Spangenberg et al (1996) also found that
product type meditates the effect of aroma on purchase intentions. Fiore, Yah, and Yoh (2000) also
found that aromas which are consistent with the product under evaluation produced better results.
In addition to type of scent and product type, scents have also been found to have integrative effects
with other atmospheric stimuli. Michon, Chebat, Turley (2005) investigated the interactive effects of
ambient odors in different retail density levels. They found that only in medium retail density did
aroma have a positive meditating effect on shoppers’ perception. Within a low or high-density
environment, the meditating effect of scent actually became negative. Another study that has looked
at interactive effects is Matilla and Wirtz’s (2001) study on congruency of scent and music. Matilla
and Wirtz found that when scent and music had congruent qualities of arousal, consumers rated the
environment more positive. When arousal levels of ambient scent and background music were
matched together, consumers’ evaluations of shopping experience were enhanced. When low arousal
scents (lavender) were combined with slow tempo music, consumers had significantly higher
evaluations. The consumers also had higher levels of approach behavior and enhanced satisfaction
when cues were matched instead of at odds with each other.
Overall, numerous studies on aroma have found that it does significantly affect consumer behavior.
Ambient scents are important to retailers because they produce emotional reactions, which can lead
to approach or avoidance behaviors. However, service organization must recognize that there are
many different dimensions of scent and these different dimensions such as pleasantness, intensity,
and likelihood to evoke physiological responses need to be taken into consideration when choosing
the type of scent to add to an environment.
CONCLUSIONS
This article provides service organizations and mangers with a better understanding of how the
service environment impacts customers. In particular, this paper provides an in-depth analysis of
how music, color, and aroma influence consumers. Most managers don’t understand how the service
environment impact customers (Areni 2003) so this article provides timely and relevant information
about how these three variables in the service environment influence consumers. Service
environments play a critical role for most organizations so managers need to know how to utilize
service environment variables in order to create a pleasant experience for their customers. Service
managers must know which variables enhance and add to the environment and which variables
detract from the service experience. Providing managers with information about variables in the
service environment will provide a foundation for creating a more pleasing and strategically driven
service environment.
This article provides many findings on how music, aroma, and color impacts consumers. These
findings are very actionable and they have major implications for service organizations. Some of the
major findings of this review are:
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•
•
•
•
•
•
•

Music affects time spent in store, perception of time, sales, perception of a store, pace in
store, price, image of products, customer satisfaction, and service quality. Music also has
interactive effects with crowding.
Music tempo influences pace in store, time in store, money spent in store. Music tempo can
be used to entice customers to stay or leave the store.
Music likeability leads to positive customer outcomes such as increased patronage and
decreased time perception in store.
Color affects feelings, purchase intentions, store and merchandise evaluations, store image,
trust, and number of purchases.
Cool colors versus warm colors are more effective within store environments with
blue environments stimulating more purchases, fewer purchase postponements, and
a stronger inclination to shop and browse.
Aroma is different from music and color because it can be processed before a person
is aware of it and it is something that customers can’t ignore.
Aroma affects store and merchandise evaluations, time in store, perceived time,
purchase intentions, money spent, and it has interactive effects with retail density
and music.

IMPLICATIONS AND GUIDELINES FOR MARKETING PRACTITIONERS
The review and synthesis of the literature on music, color, and aroma led to the development of ten
guidelines and applications for service organizations. These guidelines are very actionable and are
relatively easy to implement. The ten guidelines are:
1. Service organizations should ensure that all atmospheric variables fit or are congruent with
each other. Various environmental cues need to match in order to enhance consumers’
evaluations and behaviors within a service environment (Vida 2008). Atmospheric variables
are seldom used in isolation. Bitner (1992) emphasizes the significance of taking a holistic
perspective when designing servicescapes. According to Gestalt psychology, the whole is
greater than the sum of its parts (Schiffman 2001). As discussed previously, many studies
have investigated the interactive effects of two stimuli such as music tempo and crowding
(Eroglu et al 2005). When designing service environments, service organizations should
consider how environmental variables will interact with other environmental variables and
they should ensure that their all their atmospheric variables are congruent with each other.
2. Service organization should align their atmospheric variables with their marketing strategy.
Atmospheric variables should be used to help organizations reach their goals such as using
atmospheric variables to increase sales, increase time spent in store, and increase customer
satisfaction. An example of using atmospheric variables to reach marketing goals is using
classical music to convey a prestigious image. Classical music has been shown to be related
to prestige and sophistication and thus playing classical music will help the organization
display a more prestigious image. The selection and usage of all atmospheric variables
should be driven by marketing goals wanting to be attained.
3. Service organizations should align their atmospheric variables with their target market.
Research has shown that color preferences vary across gender, age, and cultures (Singh
2006). Service organizations must be aware of their customer’s preferences and attitudes
toward certain stimuli. An example of this is respecting the color orange which is considered
sacred in the Hindu religion in India (Tektronix 1988). Service organizations must align
their atmospheric variables with the needs and preferences of their target market.
4. Service organizations should update their atmospheric variables on a regular basis. Kotler
(1974) termed the phrase atmospheric wear-out in which environmental stimuli wear out
and become ineffective at producing the desired effects. Manufactures are constantly
updating the look and feel of their products and service organizations must continuously
update the look and feel of their service organizations. People’s preferences for color and
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5.

6.

7.

8.

9.

10.

other environmental stimuli change and service organizations must be aware of these
changes and update their service environments accordingly (Singh 2006).
Service organizations should use strategic planning when designing their servicescapes. All
environmental variables should be strategic decisions instead of preferences of management
such as playing music that is liked by management. Service organizations should also
approach servicescape planning with the “same rigor that they bring to the management of
products and service functionality or else they may be at risk of reducing their overall value
of their offering” (Berry, Carbone, & Haeckert et al 2002, p.86). Service environments should
not happen by chance but should be carefully planned.
Service organization should consider playing slow tempo music if they are trying to create a
relaxing environment or if they are trying to get customers to stay longer and spend more
money in the service environment. As previously discussed slow paced music has been shown
to cause customers to move more slowly and stay longer. Slower music has been shown to
lead to increased time in store and higher sales. For example, slow tempo should be played in
upscale restaurants because it entices the customer to stay and spend more money. Fast
tempo music creates arousal instead of relaxation and it has been shown to lead to tension
and frustration. Fast paced music may cause the customer to want to leave the service
environment. If service organizations are wanting customer to stay then they should consider
using slow tempo music.
Service organizations should consider using fast tempo music if their revenue model is based
on volume. An example would be economically priced restaurants whose revenue model is
based on turnover of tables. Fast paced music will encourage customers to finish their meal
and leave. Service organizations should also consider playing fast tempo music during low
demand times (e.g. empty store). Fast tempo music may help create a more exciting image of
the organization or store and it may help attract customers into the store or service
organization. Fast tempo music should not be played when the service environment or store
is crowded. Fast tempo music should only be used during slow times
Service organizations should consider using warm colors when designing the exterior of their
buildings and their display windows. Warm colors such as red or yellow have been shown to
attract attention and draw customers into the store. Warm colors should also be used for
impulse buying displays inside the store because these colors will help attract attention to
the displays. Service organizations who are trying to create a more up to date image should
consider using warm colors within the store. Warm color environments and especially red
environments have been rated as being more up to date. However, service organizations may
want to use warm colors sparingly or just in particular areas of the store such as the
entrance of the store. Organizations should use caution though when using warm colors
inside the store because warm colors may evoke tension and cause customers to leave the
store.
Service organizations should consider using cool colors such as blue and green when
designing the inside of the store. Blue environments have been shown to lead to more
purchases, fewer purchase postponements, and a stronger inclination to shop and browse.
Cool colors promote relaxation and increase perceptions of trust. Service organization should
also consider how lighting will affect the color seen by consumers. Research has shown that
softer lights (when compared to bright lights) produce better results.
Service organizations should consider adding an aroma to their service environment. Stores
that were scented were perceived as more favorable, positive, liked, and modern. Scented
environments were also found to positively affect money spent and purchase intentions.
When choosing a scent or aroma, managers should consider how pleasant the scent is, how
likely it is to evoke or arouse the customers, and how strong the scent is.

FUTURE RESEARCH
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There are many research opportunities within the area of service environments. The first area for
future research opportunities is holistic views of environments. Researchers first began researching
one environmental variable and now they are just beginning to research two variables at a time.
However, consumers process variables in the store or service environment as a whole rather than
individually (Ward, Bitner, and Barnes 1992). Many opportunities are available for researchers to
look at multiple variables at once. Researchers can also investigate and compare different settings
such as a gift stores, grocery stores, and department stores. Additional research may also include
looking at different types of product and differing levels of consumer involvement. Another
opportunity is to investigate different environmental variables on different types of shoppers such as
recreational and task shoppers (Bellenger and Korgaonkar 1980).
The second area for future opportunities is the effect of the service environment on employees.
Bitner (1992) suggested this idea within her article on servicescapes. When investigating music,
scent, and color it is important to look at the effects on employees. If slow tempo music is played in
the store to help customer stay longer, will this same music decrease employee productivity? If
aromas are used in the store, will employees who spend long periods of time in the store be affected
in negative ways such as with headaches? Color may also have a significant effect on employees. If
cash register employees work near bright colored displays, will this lead to employee agitation? Will
employees want to avoid the environment if bright colors are used? Service organizations need to
know how the service environment impacts both the customer and the employee.
The third area for research opportunities is external variables. Most retail studies have focused on
internal variable but external variables may lead to avoidance behavior. A particular external
variable that could be investigated is parking lots. Do long and wide parking lots lead to avoidance
behavior? Another external variable that could be investigated within a restaurant setting is the
effects of playgrounds and especially enclosed playgrounds. Do playgrounds lead to approach
behaviors?
The fourth area for research opportunities is stimuli wear out. When do variables in the store or
service environment become ineffective? Does frequency of visits affect this wear out? How often
should music or aroma be changed? Kotler (1973-74) mentioned atmospheric wear out but there
have not seen any studies on this idea. An interesting study would be on one that investigated
atmospheric wear out of frequent patrons over a three or six month period of time.
The last and biggest area for research opportunities is online store and service environments.
Eroglu, Machleit, and Davis (2001) introduced the idea of online atmospherics. This area is a brand
new area that is full of many opportunities. One of the areas covered in this article that could easily
be studied online is the effects of online music on purchase intentions. Color is another significant
area for online atmospheric research. Does the color red create unpleasant online environments,
which makes the customer want to leave the site? Online service environments are a new area with
endless opportunities.
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